ABSTRACT AIMS -The article discusses and compares two European studies that investigate young recipients of commercial messages on alcohol. The studies spring out of very different science philosophical paradigms. Their comparison therefore brings certain ontological, epistemological and methodological questions to a head. DATA AND METHODS -A large amount of existing research and theorizing has been reviewed in order to frame the studies concerning the following aspects: their goals (genesis, purposes etc.); their view on the nature of reality (ontology); their view on how knowledge is created and expanded (epistemology) and, their view on the role of values in research and theory building (axiology). RESULTS -It is suggested that although the studies work in separate paradigms and are concerned with different phenomena, they could gain from a consolidation for complementary purposes. CONCLUSIONS -The task of studying alcohol marketing audiences puts the alcohol research field's methodological capacities to the test. The field needs more interactive collaboration between different research traditions in order to produce credible research in this area. KEY WORDS -alcohol, commercials, reception, youth, research paradigms, methods 
Introduction
The message from media reception research has often been pessimistic, claiming for example that television and video games teach violence, or that fashion magazines affect negatively recipients' body-images. However, some contradictions can arise when one starts to investigate the relationships between stimulus and response. Hartley (1996, 226) has for example pointed out that the message from research can be that "Watching television causes violence and passive behaviour (all at once!)" In particular, the popularity of cultural studies and the emergence of meaning-making perspectives in reception studies have intensified scientific disagreement over how to conceptualize media effects (Baran & Davis 2009, 38) . One is a quantitative longitudinal survey study, and the other a qualitative focus group study. Both are challenging research tasks.
It has been argued that, when a study's purpose is complex, it is necessary to pose multiple questions, which often necessitates the use of mixed methods (Newman et al. 2003; Clarke & Yaros 1988) . This suggestion motivated me to reflect on the benefits of consolidating different paradigms.
My view is that both paradigms may be equally relevant for their objectives, but the methods chosen unavoidably produce realities and arrangements with political implications of which we need to be aware (Law 2004) . Methods actively participate in the enactment of the realities we are depicting by our research. I will suggest that, although the studies discussed here do not address the same phenomena, they can be combined for complementary purposes. 
Earlier studies
In order to get an overview of attempts to produce knowledge in this area, I reviewed several studies and literature reviews (n=26), which had been collected by the research teams prior to the designing of the studies. Previous research has largely been concerned with a testing of the match between different hypotheses within the framework of classical deductive reasoning (see Aitken et al. 1988; Anderson et al. 2009; Smith & Foxcroft 2009 A typical research task is taken on by Connolly et al. (1994) , in a longitudinal survey study that measures the extent to which adolescents recall different mass media messages on alcohol and the extent to which they drink alcohol. Although the results show two unexpected negative relationships between recall of alcohol in the media at age 13 years and beer consumption among women, the study shows a consistent positive relationship among men. For example, the men that recalled more alcohol advertisements at age 15 drank larger quantities of beer at the age of 18. Another study (Casswell & Zhang 1998 ) tests a hypothesized model of the effect of televised alcohol advertising and allegiance to specific brands of beer on subsequent beer consumption and self-reports of aggressive behaviour linked with drinking. Positive impact is found, e.g., between liking alcohol advertisements at age 18 and beer consumption at age 21. A third study suggests that young people who find alcohol ads more appealing and hold more positive expectations about drinking, intend to drink higher amounts of alcohol as adults and to drink more often (Martin et al. 2002) . A result of a fourth study, is that 10-17 year olds' liking of specific elements in beer advertisements increases the effectiveness of these advertisements indicated by purchase intent of the alcoholic product and the brand (Chen et al. 2005) .
No doubt, the above initiatives aim to produce knowledge of high political, societal, and commercial value. Nevertheless, the overall impression is that the literature consists of rather scattered initiatives with uneven empirical strengths, held together by the very same main line of reasoning. Wyllie et al. (1997) uses four pages just on validating the use of its qualitative approach (ibid, 104-107), but still manages to present a design that theoretically approaches its subject and expresses its results and conclusions within a quantitative scope. Likewise, the scope of measuring the extent to which students like alcohol advertisements is applied in a focus group study by Waiters et al. (2001) . The lack of more meaning-based perspectives in the alcohol research production in this area might be due to similar circumstances. The traits of previous knowledge production on reception of alcohol marketing can be claimed to correspond to the governing scientific paradigms in the alcohol research field, dominated by epidemiological research and strongly founded in a definition of problems that need to be asserted to (e.g., on defining harm in alcohol research: Room 1996). Useful research has signified the one that can indicate or prove relationships that are believed to be counteracted through public health efforts against the negative consequences of alcohol consumption.
Due to the history of the field there is sort of a positivist monopoly on the determination of research that has pragmatic or "real" value.
The two studies
The studies discussed here are both con- 
Geneses and purposes
The objective of the first task is measur- 
Views on the realities under study
Quantitative and qualitative research paradigms do not only stand for different technical solutions, but they also reflect separate philosophical stances to the study subject and the proper ways of receiving knowledge about it. They come with different set-ups of worlds-views, beliefs and justifications. Mol (1999) has introduced the term ontological politics for how we choose to look at the reality being stud- 
Different approaches and their axiology
The theoretical frameworks of the two studies discussed here can be traced both to epistemological and disciplinary para- 
Conclusions
The study setups discussed in this article produce certain realities and arrange- 5 Here I refer to behaviourism both in the definition of the philosophy of psychology according to which behaviours can be described scientifically on the basis of observation (in this specific case as e.g. developed by Albert Bandura), but also in the definition of media theories concerned with how media messages affect people (see Laughey 2007, 8 
